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Abstract 
Sharing is the theme of “Internet Plus” era, share can creative value and bring 
happiness and benefits. Especially for the social platform coupons, consumer share 
the coupon can create the brand value and sales growth. But the enterprises found that 
it hard to increase the sharing intention only by the way of interest simulations. This is 
because we are surrounded by language. It’s difficult to influence the consumers’ 
decision making if there is no visual simulations. Only the combination of “language 
nails” and “visual hammer” can quickly and efficiently seize the consumers’ mind. 
Visual image just like a powerful hammer, the language nail can be firmly nailed in 
the heart of consumers. Personification is a powerful “visual hammer” and prefactual 
thinking is a common “language nail”. These two ways can achieve the combination 
of emotional persuasion and rational persuasion. 
The question of this paper is to study the effects of emotional personification 
image combined with prefactual thinking on the coupon sharing in the social 
platform. 
We use experimental method to verify the questions. Experiment 1 and 
experiment 2 verify the hypothesis that (1) When the expected emotional of prefactual 
thinking is consistent with the emotional personification image, it will promote the 
coupon sharing intention in the social platform. (2)When the expected emotional of 
prefactual thinking is consistent with the emotional personification image, the 
negative emotional personification image is more likely to promote the coupon 
sharing intention than positive emotional personification image in the social platform. 
Experiment 3 verifies the hypothesis that: When the prefactual thinking points to a 
closer time, the emotional personification image is more likely to promote the coupon 
sharing intention in the social platform. 
The theoretical significance of this paper is the combination of emotional 
personification  image and prefactual thinking, and it provides a new direction to the 
related research of “visual hammer” and “language nail”. In addition, it expands the 













        
 
personification. 
The management significance is to provide an innovative and effective way to 
promote the sharing intention of coupon in social platform. It can combine the 
emotional persuasion and rational persuasion and then promote the coupon sharing 
intention in social platform. 
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    在面向儿童的作品中普遍采用拟人化的手法，这是由于儿童在发展阶段的思
维方式和心理模式所决定的。早期在艺术领域的拟人化从泛灵论(Animism)的角
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